Purpose -This study aims to distinguish between Muslim and non-Muslim consumers regarding celebrity influence on brands and purchase intention, and assess the relative importance of celebrity credibility, in terms of physical attractiveness, trustworthiness, expertise and product-brand congruency. The study also researches attitudes towards brands, and purchase intention and their ability to predict consumers' religion.
Design/methodology/approach -The research aim was achieved through an empirical study involving a self-administered questionnaire distributed to members of the public 
